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With the changing of status and demands of bank clients, disintermediation of 
banks, marketization of interest rate, comprehensive operation of the financial 
industry and competition from foreign banks, Chinese commercial banks have to 
enforce new strategy transformation. Since then, the study of new banking service 
marketing model would become a significant topic. After two core business 
transformations, China Merchants Bank made the retail business as its main body. 
Corporate finance and interbank finance were set as the two wings of China 
Merchants Bank. （The “one body and 2 wings” strategy）by keeping the leading 
position in the retail banking business, the study of the practical experience of 
service marketing model of China Merchants Bank would be helpful for further 
innovation and development of the Chinese banking service.  
This article adopted the method combining theory and practice of the 
experience of China Merchants Bank retail marketing system. The author used 5 
chapters to finish the analysis. In the first chapter the author expounded the research 
background and the framework of this topic. The second chapter summarized related 
theories of service marketing and practices of bank system. The third chapter 
analyzed the China Merchants Bank service marketing system and put forward to the 
"service profit chain" theory; the fourth chapter used private equity product 
marketing management as the case analysis of China Merchants Bank’s service 
marketing system. In the last chapter the author looked ahead of the future of service 
marketing system. 
The key innovation of this article is the analysis how would service marketing 
model influence the development of Chinese retail banking system. Meanwhile, 
since there was not enough quantitative analysis (Internet service, customer 
behaviors), lack of quantitative result would be a regret. 
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第一章  引言 
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服务营销上的发展提供一些案例和借鉴。 





























第二章  服务营销理论概述 













1960 年，美国密西根州立大学的营销学教授 E. J. MaCarthy 参考 Borden 
的策略组合要素，在其《营销基础（Basic Marketing）》一书中首次提出了 4P 策
略组合，包括产品（Product）、定价（Price）、渠道（Place）和促销（Promotion），
简称 4P 组合。MaCarthy 的 4P 组合因其整齐划一、简短、更易记忆而被广泛
传播，成为营销理论的经典。因此自问世以来的半个多世纪里，对企业经营、
营销研究、营销教育乃至社会生活都产生了深刻而久远的影响。1981 年布姆斯
和比特纳(Booms and Bitner)在此基础上提出了 7Ps营销组合，增加了人(People)、
有形展示(Physical Evidence)和过程(Process)这三项元素。 7Ps 也构成了服务营
销的基本框架。1986 年 6 月，美国著名市场营销学家菲利浦·科特勒教授又提
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4P。该理论认为，企业在战术 4P 和战略 4P 的支撑下，运用“职责”和“公共
关系”这 2P，可以排除通往目标市场的各种障碍。 
（二）4C 理论 
4Cs 营销理论（The Marketing Theory of 4Cs) ，也称“4C 营销理论”，是由
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